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Traditional town plan

Mixed-use

Compact

Buildings of several stories

Blocks with multiple
building types

. ® Street grid
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Traditional commercial street
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79 Larpenteur Ave W 9

— Maplewood, Minnesota

@ v Street View - Aug 2013

“Modern” commercial street
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The 20t century model for
economic development

 Tax breaks

* Highways
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We built highways, expanded them ...




. . . and economic development followed.
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The economy Is changing

and with it, the formula for economic development
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" | CORPORATE EXEC SURVEY RESULTS

28th Annual Survey of
Corporate Executives:

smreoees > Availability of Skilled
Labor New Top

Priority

Site Selection

Business Globalization /

Next Shoring

Corporate Exac Survey
Results

Economy / Marke!
Analysis

Government Policy /
Business Climate

Logistics / Infrastructure

Site Selection Factors /
Strategy

Taxes / Incentives

Facility Planning

The results of our survey show a modest
improvement in short-range new facility
and expansion plans, as well as a
realignment of site selection priorities
with the availability of skilled labor being
the number one concern, outranking
highway accessibility and labor costs.

This year, the
highway
accessibility and
labor costs factors
were outranked by
the availability of
skilled labor.

14



Omaha @@orld-Herald

To move its HQ to Chicago,
ConAgra settled for less than
half the $28.5M in incentives
that Nebraska was willing to
offer

By Barbara Soderlin / World-Herald staff writer Sep 27,2016 ® (5)
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Economic growth

20t century vs. 215t century

 Manufacturing economy vs. Knowledge economy

* Chasing smokestacks vs. Chasing talent




The 215t Century Economy

* Creativity, knowledge, innovation

* Importance of networking, interaction

e Demand for skilled workers

“A region’s most important source of competitive
advantage is its workforce. . . it’s the pool of talent
that attract firms, particularly in the knowledge
economy.”

-- Ania Ania Wieckowski,
Harvard Business Review, May 2010



“Talent is replacing the tax incentive
as the No. 1 economic-development
tool in America.”

Mark Wilson, president and CEO
Florida Chamber of Commerce

Quoted in Palm Beach Post,
June 9, 2016

18



Demographic Change

20% century vs. 215t century

Retirement of the Baby Boom
Rise of the Millennials
Smaller households

Changing preferences



GENERATION, BY BIRTH YEAR

1930 GREATEST GENERATION

4 Generations

BABY BOOMERS

1946 — 1964
(CENSUS BUREAU)

Silent or Greatest?

g Baby Boomers
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GENERATION Y
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1982 — 2004

(STRAUISS AND HOWE) M | I Ie NN Ia |S

‘
/
/
/
/
/
7,
’
/.

lTBD



Millennials now largest share of the work force

U.S. Labor Force by Generation, 1995-2015

n millions

Boomers

/ Gen Xers

Millennials
a0

20
10

0
1995 2000 2005 2010 2013 2015

01

Mote: Annual averages plotted 1995-2014., For 2015 the first quarter average of 2015 is shown. Due to data limitations,
Silent generation is overestimated from 2008-2015.

Source: Pew Research Center tabulations of monthly 19952015 Current Population Surveys, Inte grated Public Use Microdata
Series (IPUMS)
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Millennials are different
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Millennials

mil-len-nial
/mi’'lenéal/ 4

noun
plural noun: millennials; plural noun: Millennials

a person reaching young adulthood around the year 2000; a
Generation Yer.

“the industry brims with theories on what makes miliennials

tick




Millennials

“We can all agree that

Millennials are the worst.”

Philip Bump, The Atlantic, March 25, 2014




Millennials

They follow lifestyle,
not jobs.

Millennials choose
where to live before
finding a job.

Of all college-educated 25- to 34-year-olds
64% looked for a job after they chose the city

where they wanted to live.

(U.S. Census)




They want urban living

Ebt Nem ﬂork Eimcs http://nyti.ms/1pahHwW
N.Y. / REGION

Suburbs Try to Prevent an Exodus as Young
Adults Move to Cities and Stay

By JOSEPH BERGER  APRIL 16, 2014

It is a well-trod trail: Suburban youngsters enter their early 20s, leave their
parents’ comfortable Tudors or colonials for the pizazz of the city, dawdle
a few years until they find mates and begin having children and then,
seeking more space and good public schools, move back to the suburbs
and into their own Tudors or colonials.

But that pattern is changing, or at least shifting. A recent report on
the suburb-dotted New York counties of Westchester, Nassau and Suffolk,
based on United States census data, found that those young people seem to
be lingering longer in New York City, sometimes forsaking suburban life




BUSINESS

INSIDER
Millennials Are Renting Instead Of They want
Buying And The Retall Industry Is experiences

Freaking Out

Q ASHLEY LUTZ
AUG. 14, 2014, 12:01 PM

more than
things.

Flickr/Tvan Bandura

Millennials' tendency to rent instead of buy is turning the retail
industry upside down.




AGWNMoney

A Service of CNN, Fortune & Monay

Young Americans ditch the car

By Steve Hargreaves @CNNMeney September 17, 20122 11:30 AMET A nd i he y

SN T

don't
seem to
want cars

NEW YORK (CNNMoney) -- America's young people just aren’t buying cars like they used to.

The share of new cars purchased by those aged 18-34 dropped 30% in the last five years, according to the car shopping



Preferences: Transportation

Millennials are driving less

— From 2001 to 2009, the average annual number of
vehicle-miles traveled by people ages 16-34
dropped 23 percent.

(source: National Household Travel Survey)

— 26 percent lacked a driver's license in 2010, up 5
percentage points from 2000

(source: Federal Highway Administration)
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NEWS RELEASES

Millenmals Favor Walkable Communities, Says New NAR
Poll

MEDIA CONTACT: JANE DOLLINGER. / 202-383-1042 / EMAIL

WASHINGTON (July 28. 2015) — Millennials prefer walking over driving by a substantially wider margin

than any other generation, according to a new poll conducted by the National Association of Realtors® and

the Transportation Research and Education Center at Portland State University.

The 2015 National Community and Transportation Preference Survey found that millenmals, those aged 18-
34, prefer walking as a mode of transportation by 12 percentage points over driving. Millennials are also
shown to prefer living in attached housing. living within walking distance of shops and restaurants, and

having a short commute, and they are the most likely age group to make use of public transportation.

The poll also found that millennials show a stronger preference than other generations for expanding public
transportation and providing transportation alternatives to driving. such as biking and walking. while also
increasing the availability of trains and buses. Millennials likewise favor developing communities where

people do not need to drive long distances to work or shop.

“Realtors® don’t only sell homes, they sell neighborhoods and communities,” said NAR President Chris

Polychron, executive broker with 1st Choice Realty in Hot Springs. Ark. “Realtors® aid in improving and

revitalizing neighborhoods with smart growth initiatives. helping create walkable, urban centers, which 1s



While everyone likes
walking...

Millennials like it 12 percentage points
higher than driving (83% agree that they like
walking vs. 71% like driving). This is the
largest gap of any generation.

NATIONAL
m .A.(\so(():l.\'rn)Na/ Portland .Sftqt'e
UNIVERSITY

- REALTORS®
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Millennial housing preferences

Millennials especially are trending away from
traditional suburbs

— 47% would prefer to live in a city or a suburb with
a mix of houses, shops, and businesses

— 40% would prefer a rural or a small town

— 12% say they would prefer a suburban
neighborhood with houses only

National Association of Realtors



A downtown apartment is an elusive and expensive
dream for millennials

“We just know that in the summer, everybody
is going to be congregating where we live. It’s
just really exciting for us to be here, and we
see it as a great value because of that.”

"We're happy to pay a slight
premium to be close to all these
W i B things that enrich our lives." --

GRAND RAPIDS, MI - Ziev Beresh and his girlfriend, Bailev Walsh, are living the new

Ao Do Downtown resident Ziev Beresh

The couple, “millennials” in their early 20s, recently moved into a third-floor loft

apartment above Flanagan's Irish Pub on Peir] Street NW in the heart of downtown

Beresh, a freelance media consultant, and Walsh, a digital marketing consultant, moved

into the S8o0-square-foot, two-bedroom unit earlier this vear after moving out of the

house they were renting in the city's Eastown neighborho

33



Boomers are a different kind of Senior
Citizen

34



“Adulthood II”

Boomers not ready for the rocking chair

— Today'’s retiree can live past 90

— “These additional 31 years of expected life have
not been just tacked on at the end . . . Today’s 65-
yvear-olds are starting new careers or continuing
old ones, traveling around the world, and eloping
with new loves, in a stage of life we are calling
‘Adulthood I1.””

- cultural anthropologist Mary Catherine Bateson,
quoted in ULI report



Boomers and housing

Boomers are downsizing
— Increasing numbers, smaller households

— The number of senior households will grow twice

as fast as all others over the next couple decades
(A.C. Nelson)

— Shrinking, aging households will be a source of
supply of SFD housing, and demand for smaller
and multi-family housing



Boomers and housing

* From 1990 to 2010, downsizing households (with residents 65
and older) made up 20 percent of new housing demand. But
over the next 20 years they will account for 85 percent of the
demand share.

* Market research shows this segment prefers smaller homes
on smaller lots or attached options.

Aside:

They’re not that interested in moving
to “retirement communities.”

Average age entering senior housing
used to be 70 — now it’s 86. Source: Nelson.
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Boomers and transportation

Turning in their keys

- US|ng |Oca| buses and trainS more (source: National Household

Travel Survey)

— Bike trips increased 64 percent between 2001 and
20009. (aare) :




“Americans Prefer to Live in Mixed-Use,
Walkable Communities”

-- National Association of Realtors
(October 2013):

78 percent say neighborhood is more important than the

size of the house

Fifty-seven percent would forego a home with a larger yard

if it meant a shorter commute to work

Source: Oct. 2013 Consumer survey conducted for the National
Association of Realtors



Occupied Housing Demand-Supply
Mismatch 2011

B Attached
[ Small Lot
B Conventional

Thousands

Demand Difference

Source: Adapted from American Housing Survey 2011 by Arthur C. Nelson, University of Arizona.




Why this is probably not
a short-term fashion,

but a structural change

(We’re getting steadily older — not just individually,

but as a whole)

41
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70%
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Changing household composition

Households with and without children, 1960-2025

1960

2000

67%

72%

households with
children

® households without
children

2025
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So household composition will be

different in the 215t century, even if

Millennials revert to the choices of
earlier generations
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All this has big implications for real
estate
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N A l O I wABOUT NAIOP > BUYERS GUIDE > SPONSOR/ADVERTISE > CAREERCENTER > DEVELOPMENT MAGAZINE

COMMERCIAL REAL ESTATE
DEVELOPMENT ASSOCIATION

Signin ~ ~ Join NAIOP

CONNECT LEARN ATTEND ADVOCATE RESEARCH

e da, L

ABOUT NAIOP Home / About NAIOP / News / NAIOP Source Weekly E-Newsletter / NAIOP
Source January 6 2015 / Today's Office Tenants Prefer Live, Work, Play Locations %= Print + Share
*Who We Are
’ . .
What We Do Today’s Office Tenants Prefer Live, Work, Play
» - v
Vihy Soin Locations
~ News ; o : ;
Office tenants today prefer to be located in amenity-rich, mixed-use suburban vibrant centers (also
Member News known as “live, work, play” locations) rather than single-use suburban office locations by a margin of 83
NAIOP News percent to 17 percent, according to a recent NAIOP Research Foundation report. The report, “Preferred
Industry News Office Locations: Comparing Location Preferences and Performance of Office Space in CBDs,
NAIOP Source Suburban Vibrant Centers and Suburban Areas,” combines expert opinion and accurate property-
Weekly E-Newsletter level data to explain what tenants seek in their office location — and how different office locations

NAIOP Photos perform on key metrics.




Home » Blogs » TheRealtyShow

# Jhe %a ﬂﬂaﬂw Jribune

Salt Lake City 66 °
Traffic 2019

The Realty Show

How do you attract the
best workers? Set up
shop in a walkable
downtown

Tony Semerad
First Published Jun 19 2015 04:18PM Last Updated Jun 19 2015 04:18 pm




“Walkability and activated
environments are at the

top of many tenants’ list
of must haves”

3 L\ A < Y
| Wl | -

B 1Y a b -

UBURBAN OFFICE
OBSOLESCENCE

QUANTIEYING CHALLENGES AND OPPORTUNITIES

- o4

“...the old model of the

isolated suburban office park Newmark Grubh
is going the way of the fax
machine.” s

-- Angie Schmitt,
StreetsblogUSA sepiember 2014

www.ngkl.oem
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There is a price/vglue
for walkable placegss
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eSources: “Walking the Walk” by Joseph Cortwright, CEOs for Cities and
“The Walkability Premium in Commercial Real Estate Investments”
J— s ' by Gary Pivo and Jeffrey Fisher




There is a price/value premium
for walkable places (commercial)

Applies to commercial real estate -

Greater walkability:

-2 1% to 9% |
increase in -
commercial R
property value
depending on type; §
also higher incomes

and lower

capitalization rates

S
eSources: “Walking the Walk” by Joseph Cortwright, CEOs for Cities and
“The Walkability Premium in Commercial Real Estate Investments”

by Gary Pivo and Jeffrey Fisher
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There is a price/value
premium for
walkable places

2016 study update ranks the top 30 ‘. {
US metropolitan areas in walkabilit — - J
p y . - \A‘: // v // /

Ranking Walkable Urbanism in

Key flndlngS America’s Largest Metros * 2016

e All 30 metros show rental rate premiums
for walkable urban office, retail and rental
multi-family.

* Average is 74% over their drivable sub-
urban competition.

e All 30 metros have seen walkable urban market share gains between 2010-2015 in

occupied space while drivable sub-urban has seen market share losses . o
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“The same demographic and market trends
that are driving a return to big cities can
also boost the prospects of smaller cities
and towns surrounded by suburbs and
countryside.”

-- Robert Steuteville, Small cities and towns are urban
places, too - Better! Cities & Towns

Westchester PA — 2007 (CZ photo) g3



“About 10 percent of Americans would like to live in
mixed-use small towns, but don't.” - rRobert steuteville

Urbaa, downtown, with 2 max of %
offices. apartmests. and ssops NN (0%

Urbaa, residentisl seighborood ey 1 7%

Suburban neighborhood, with a ma 3  22%
of houses, shops, and businesses [, 777

Suburban nesghborhood. with houses saly ey 1y 0=

Small town, with 3 mix of houses,
shops, and businesses & 0%

Smalltown, with bouses soly g 3 %

. y A
Rl e e 5,
0% 10%

The Other Walkable Urban Trend

FIGURE 12:
CURRENT anD
IDEAL
NEIGHBORHOOD

I BOARD
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Economic development is increasingly a

competition over placemaking.
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How communities
develop affects

government expenditures
and revenues.






Development affects costs

Compact development offers efficiencies in
delivering services.
— Police and fire departments have less area to cover.

— Fewer miles of road to
cover for trash pickup,
school buses.

— Fewer miles of water and
sewer pipes to maintain.







A National Examination of the Fiscal Benefits of
Smart Growth Development

genearated

100)¢
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I *.:' Smart Growth America
v

A scenario analysis tool

A fiscal impact model focused
on the relative effects of
sprawl versus compact
development

The Fiscal Implications of
Development Patterns

A MODEL FOR MUNICIPAL ANALYSIS

April 2015

It




Comparative development patterns for the same population

sanwion | sanwiod | sanwioc

Source: US EPA, OSC. Protecting Water Resources with Higher Density Development. 2006.




Fiscal Impact Analysis Sites
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THE COMPACT DEVELOPMENT SCENARIO
REDUCES CITY EXPENDITURES

Total Projected Annual City Costs of Pioneer District
Development at Build-Out in Today’s Dollars

$15,000,000

$14,000,000

$13,000,000 —

$12,000,000 —

$11,000,000 —

$10,000,000

Low Density Base M Compact

oy=1p Smart Growth America
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MACON MODEL PROJECTS THAT MOVING FROM 1 UNIT PER
ACRE (NET) TO 16 REDUCES PER CAPITA COUNTY COSTS BY 25%

R | . R 21 —-
0.9 units g S s . 11.7 units = \“’&4 Ly 5 »)‘.\"f‘ N
'er acre 28 % .\.' er acre g ,& ,,' 7*’ LlanS #“i‘; %&”\
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i NOTE: Does not include potential density-related savings associated with
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MACON MODEL PROJECTS THAT MOVING FROM 1 UNIT PER
ACRE (NET) TO 16 REDUCES PER CAPITA COUNTY COSTS BY 25%
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FIGURE 4
Capital infrastructure and annual operating costs for three development
scenarios in Natrona County, WY?’
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